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Abstract  
This project describes a reception analysis of Mission H2O. It is a campaign regarding 
water waste targeting tweens (children from 10 to 14 years old) as the primary target group 
and their parents as the secondary. Since water waste is a serious problem and most water 
is used within households, it is important to inform people of how they can reduce their 
water usage. Two posters were developed to attract attention from tweens. Moreover, a 
mockup app was created, which consisted of different categories of the household in which 
users could input data. In addition, there was a Quiz section in the app where users could 
learn more about saving water and a Win section where they would be able to participate to 
win prizes.  
The campaign was presented in two schools in Denmark and a survey was 
developed to gain a general understanding of what the target group thought about the 
campaign. Furthermore, a focus group interview with four tweens was conducted to get a 
more in-depth understanding. Survey results were analyzed with SPSS Statistics and the 
focus group interviews were transcribed and analyzed. Results indicate that our sample 
appreciated the campaign, as they gave it a score of 8.3 out of 10. Moreover, the target 
group gave us constructive feedback to improve the campaign further. The results indicate 
that it is likely that the campaign would spread further if the children share it with their 
parents and friends. 
 
Keywords: reception analysis; water waste; gamification; tweens; diffusion of 
innovations; mockup app; target group analysis
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1. Introduction 
The group Mission H2O originally consisted of 5 group members: Cecilie Jensen, Daniella 
de Jesus, Dominic Cillo, Iris van Bergeijk and Sif Yndgaard. Due to reasons we will not 
include in this explanation, Daniella de Jesus has not contributed any writing and has 
therefore been excluded from the project.  
 
1.1 Problem Field  
According to McKinsey & Company (2012, as cited in Naturstyrelsen, 2012), water waste 
globally creates a loss of 170 billion dollars each year. Some places have a water waste 
that reaches up to 80 percent, while in Denmark there is only 5-10 percent water waste 
(Naturstyrelsen, 2012). Energistyrelsen, which is the Energy Agency in Denmark, states 
that the average Dane uses up to 106 litres of water a day. The use of warm water is 70 
percent more expensive than cold water and in the past 10 years the use has risen due to 
people taking more warm showers. Even though the use of hot water has increased, the 
general water use has been decreasing steadily and has fallen by 15 percent the last decade 
(Energistyrelsen, 2016). 66.5 percent of all the water that is consumed, is used within the 
household, while 18.5 percent is used at the workplace and 8.5 percent outside during 
spare time (Hofor, 2016). 
The campaign we have created seeks to help solve one of the biggest problems 
there are nowadays in the world: water waste. The amount of water we use today might 
have a negative impact on the future world (Barnett, Adam, Lettenmaier, 2005). The 
objective will be to closely understand our target group using diffusion of innovations by 
Everett M. Rogers (1983; 2003) and the gamification technique. These theories will aid as 
a tool in order to conduct an in-depth analysis of the focus group interview and surveys 
which we have made using our interview guide. In order to achieve maximum adaptation 
we have chosen to focus on a specific target group of children between the ages of 10 and 
14, also called tweens. The definition of tweens will be further discussed in Chapter 4. The 
tweens are our primary target group whereas the secondary target group is mainly family 
members, as our main intention is seeking to change water habits within the family 
household. 
Our main goal is to create awareness in Denmark of a global issue by using a young 
audience. In order to achieve this, we sought to create an accessible tool, which is our 
game app Mission H2O. By developing an app informing and educating on how to save 
water while competing for prizes and achieving first place for a good purpose, we hope to 
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create recognition of this issue and change the habit of water waste within the household 
(and conceivably also outside of the household). Furthermore, we produced two posters 
showing the main characters of our game app, which are Agent Rain and Dr. Drought who 
will be further explained in Chapter 1.5. In addition, we made a Facebook page for the 
players and leading chairmen of the app to update, inform and give out prizes. As the game 
is only a mockup app, which is a model of the potential app used for testing, showing 
features and for studying (Merriam-Webster, 2016), we will not be able to evaluate if the 
app could legitimately be adapted but only if it could be possible.  
  
1.2 Target Group 
The approximate age of a tween is between 10 and 14 (Kaare, Brandtzæg, Heim & 
Endestad, 2007; Goodstein, 2007). Children and pre-teens have increasingly been using 
social media and gadgets, for example 95 percent use smartphones, while others use 
tablets, computers and much more. In Denmark, the average child spends 2-3 hours on the 
Internet and 1-2 hours playing games on a computer, game console or phone. 12 percent 
spend more than four hours daily playing games (Boerneraadet, 2014). We therefore seek 
to take initiative by combining the increased use of games by tweens and the motive of 
spending less water. One issue might derive from the difference of age groups. Even 
though the children only have an age difference of 4 years, the distinction between a 10 
year old and a 14 year old can be rather large. A 10 year old is perceived as a child 
whereas a 14 year old is reaching the age of a young adult, also called a teenager. The 
thought process and critical thinking of a 10 year old and a 14 year old might therefore 
show different results in comparison to each other, depending on the age as the child is 
expected to think and perform differently in society in comparison to the growing adult. 
Another issue might be commitment, as the child might accept the game itself but not share 
it with the family members of the household. Furthermore, the age difference between the 
producers of the commodity is rather extensive and might therefore not be perceived as 
originally expected. The goal would be to give the campaign to municipalities such as 
Copenhagen and Roskilde who would advertise it to local schools. In order to conclude if 
the posters and Mission H2O achieve what we have intended, we have conducted a 
research investigation, which we will explain in the following Chapters.  
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1.3 Problem Definition 
During our reception analysis of the Mission H2O campaign, we have formed the 
following problem definition:  
 
How is our campaign received by the target audience and is it plausible that the game 
(Mission H2O) will be played? 
 
In addition, we have formulated the following sub-questions in order to conduct a more in-
depth investigation: 
 
- How is the tone of voice perceived by the audience? 
- Would the tweens respond by sharing the mockup app?  
 
1.5 Explanation of Products  
In order to explain the process of our research investigation, we first need to explain the 
campaign and the products that we have produced to reach the target audience. First, we 
sought to create a neutral poster with the image of a tap and the earth literally running out 
of water. After much discussion we agreed to create a more child-friendly poster, which 
directly focused upon the mockup app we were developing. Initially, we decided only to 
design one poster, but as the designing process continued it seemed reasonable to illustrate 
both main characters of the mockup app. By using the main characters we could potentially 
avoid any misunderstanding concerning the posters and directly create an association 
between the image and the game we had created. 
 
Posters 
In order to find both character names, we created multiple sticky notes, spreading them 
over the table and organising and reorganising them in order to find the perfect match. The 
same was also done for the name of the mockup app: Mission H2O.  
The leading character, which is also the hero of the game, is Agent Rain. He 
constitutes the image of exceptional positivity and cunning, seeking to aid the other Agent 
in the game (which is the player) ‘one drop at a time’. Agent Rain wears sunglasses, a 
bowtie and the smirk of an agent, thereby embodying the classic traits of an agent 
protagonist. The poster of Agent Rain can be seen in Figure 1. 
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Figure 1. Poster of Agent Rain 
 
 
Figure 2. Poster of Dr. Drought. 
 
The second poster (see Figure 2) illustrates the evil nemesis of Agent Rain: Dr. Drought. 
He seeks to dry out earth as he himself is naturally dry and does not need water. His main 
goal is to make the Agent playing the game use more water, so Dr. Drought succeeds in 
drying out earth. His face has evil eyes and an evil smile and his body is made of rock. On 
top of both posters we decided to write a clear message inviting the potentially new gamer 
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to join the mission of saving the planet. That is why each poster at the bottom challenges 
the viewer by stating ‘JOIN MISSION H2O’. Furthermore, we added an App Store and 
Google Play Store logo, including a QR-code leading the user to a Facebook page we have 
created. The Facebook page should give the user information regarding the top scores of 
family households as well as advice and instructions on how to reduce one’s water waste. 
 
Mockup app 
A mockup app is a model of something, which can be used for testing, studying and 
showing features which might not fully function at the current state (Merriam-Webster, 
2016). For us, it worked as an example of how the app might potentially perform. The app 
was both accessible through a link and was also shown as a paper version to the target 
audience. The screens of the mockup app were made with Adobe InDesign CC 2015. After 
all the screens had been designed, they were linked together with the program InVision. 
This was done by dragging a box at all the places that should be linked. After a box was 
made, it was linked to the next screen. Moreover, all the logos of Agent Rain were linked 
to the home screen. 
When the user has downloaded the game, the first page that appears on the 
smartphone is a screen with six images, which divide the household into six categories: 1. 
Bathroom; 2. Toilet; 3. Laundry; 4. Kitchen; 5. Cleaning and 6. Other. A picture of the 
home screen can be found in Figure 3. If a category is chosen, such as ‘Bathroom’, the user 
is guided into the next page (see Figure 4) asking ‘Did you take a shower today?’, which 
can be answered by ‘Yes’ or ‘No’. If one answers ‘Yes’, the next questions is ‘How long 
did you shower?’ This can be answered from 0 – 25 minutes or more. If the user answers 
by stating they have showered for 10 minutes then they are led to the next question. 
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Figure 3. Home screen of Mission H2O 
 
 
Figure 4. Screen when selecting ‘bathroom’ 
 
At the bottom of the homepage there are three other possibilities, which are called Quiz, 
Win and Scoreboard. In the Quiz the user is able to learn about water use and water waste. 
 9 
One question we asked was ‘How much water do you think you save if you shower 5 
minutes less?’ The answers were divided into ‘10 litres’, ‘25 litres’, ‘38 litres’ or ‘46 
litres’. If the user should answer wrong, a new page appears with Agent Rain saying 
‘Wrong! Showering 5 minutes less every day, saves 38 litres of water per day!’ Some 
categories are not operable in the app, such as ‘Win’ and ‘Scoreboard’. ‘Win’ would show 
all the prizes, which the player can achieve, both for the tweens and the parents and 
‘Scoreboard’ shows the points each family household achieves by using less water. One 
should be able to download the app for free on App Store. The link to the mockup of the 
app can be found in the web pages bibliography under Mission H2O. 
 
Incentive of mockup app 
Incentives, which can be won throughout the game, would include toys for tweens such as 
Sea-Monkeys and a Water Science Kit. Sea-Monkeys are a form of shrimp and when you 
put the eggs in water, they come alive (Sea Monkey Worship, 2008). A picture of the Sea-
Monkeys can be seen in Figure 5. 
 
 
Figure 5. Reprinted from Big Time Toys Amazing Live Sea Monkeys Ocean Zoo [n.d]. 
Copyright holder unknown. Retrieved from http://www.walmart.com/ip/Big-Time-Toys -
Amazing-Live-Sea-Monkeys-Ocean-Zoo/21674379 
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The Water Science Kit filters and cleans water by extracting salt from seawater and 
thereby teaching the children how to distil water (Sciencebobstore, 2016). A picture of a 
Water Science Kit can be found in Figure 6. 
 
 
Figure 6. Reprinted from Annie Water Science Kit [n.d.]. Copyright holder unknown. 
Retrieved from http://shopping.indiatimes.com/baby-toys/activity-learning/annie-water -
science-kit/44375 /p_B4178483 
 
Lastly, we presented the water saver for bathrooms and kitchens, which is mostly intended 
to be for the parents. The water saver for the tap reduces water use by integrating more air 
(Buist, 2014). An example of a water saving tap is shown in Figure 7. 
 
 
 
Figure 7. Reprinted from BQLZR Kitchen Water Saving Tap Aerator 360 Degree Swivel 
Faucet Diffuser Adjustable Nozzle Filter Adapter [n.d.]. Copyright holder unknown. 
Retrieved from https://www.amazon.co.uk/BQLZR-Kitchen-Aerator-Diffuser-Adjustable 
/dp/B00RT6B92G?ie=UTF8&*Version*=1&*entries*=0 
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Each prize is used as an incentive, which we believe could attract the attention of the 
parent or child. By combining gadgets for both the adults and the tweens, we create an 
intra-family awareness. Each family member is able to investigate, convince or discuss the 
different toys, which also creates a conversation regarding the game Mission H2O.   
Finally, the question mark on the right bottom corner gives advice on how to find 
the water meter. By taking an image of the water meter and sending it in, the user is able to 
validate that the household has legitimately used less water. If the tween is not capable to 
find the water meter, a parent should be able to locate it. The idea was that the image 
would be send as confirmation and that the user would thereafter receive a link which 
should be correlated to the fictional web page. The potential web page would display all 
the toys and devices possible for purchase. The link would work as a code in order to gain 
points to achieve savings to buy the toys or devices.  
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2. Theoretical Foundation 
Our main use of theory when working on this project has been the use of culture-sensitive 
studies, specifically with the use of reception analysis. Our ultimate goal with this project 
is to uncover how our target group sees and receives Mission H2O in order to gain 
information that we can use. For example to make changes in the app or in the posters, 
with the goal of improving the reception from the target group to our product. 
 The use of the culture-sensitive approach can be seen for example during our 
invention process. We made sure to have the interests of our target group in mind when 
making our product. We realized that tweens may not want harsh and cold facts about 
water waste, and that they may have a hard time relating to the environmental problems 
that we present in our product. Because of this we believed it was important to adapt the 
way our product conveys its message in order for it to fit better with our target audience. 
One example of this is our incorporation of gamification, where we use gamification in 
order to ensure our product caters towards our target group. By extracting and using certain 
aspects of the culture of our target group, for example the use of gamification, our product 
becomes culture-sensitive. 
We use reception analysis both in our use of qualitative target group interviews and 
quantitative surveys. We use the surveys in order to get a general idea of the attitude of the 
target audience towards our product. This is done by asking the target audience questions 
relating to different aspects of our product, for example the poster. We do this  in order for 
us to gain general information concerning these aspects.. We then use the target group 
answers to gain more detailed knowledge from the tweens we have interviewed. This 
knowledge we will use in our reflections of the product, and in examining how the product 
could be altered in order for it to be most appealing to our target audience. Because of our 
intention of making changes in the product according to the answers given in our reception 
research, our product and the process we use to form the product becomes culture sensitive 
as we will change the product according to the reception by our target group.   
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3. Delimitations and Limitations    
3.1 Delimitations 
When conducting a project in a limited time frame and with limited resources, certain 
delimitations need to be considered. First, we decided to focus upon conducting a reception 
analysis on our primary target group (tweens) and not the secondary target group (parents). 
This might decrease the possibilities of investigating the target groups sharing Mission 
H2O within the household as we cannot know to which extend the spreading of the 
knowledge of the app is possible. Secondly, the original strategy included using a 
municipality, such as Copenhagen, to commercialize the campaign within local schools. As 
we did not contact any municipality, we cannot know if such could be possible. Thirdly, 
we decided to use a restricted amount of students both in the survey and focus group 
interview. Due to limited time and experience in target group analysis, we decided on only 
using four students in the focus group and 31 in the survey. Lastly, designing a mockup 
app can have certain limitations as it cannot show the actual functions of the app and 
therefore does not show the full experience. This was also necessary as creating a real app 
is rather expensive and time consuming. In addition, we are not app designers and are 
therefore limited in regards to the design and production of the app. 
 
3.2 Limitations 
When choosing a specific approach to an investigation, such as a survey or interview, a 
limitation that occurs is the issue of investigating real life world experience and perception. 
During a survey, the participant is expected to thoroughly consider a specific topic and 
questions that they might otherwise not have been thinking of. The same issue occurs in 
focus group interviews, as the thoughts are being processed differently. In addition, the 
interviewees are speaking to an interviewer, which might not make them feel comfortable 
due to a power difference. As we structured the interview, we might seem to have a higher 
authority than the children. In the Vajsenhus school, the students did not have English as 
the primary language, which resulted in them not speaking or writing English fluently. 
This could be an issue as the thought process does not flow as naturally and the students 
need to consider the words and articulation instead of simply voicing their opinions and 
thoughts.   
 14 
4. Tweens  
Tweens can be described as children that are older than primary school children but 
younger than teenagers (Kaare et al., 2007). Another term that is used to describe tweens is 
pre-teens. Children in this category are approximately 10 to 14 years old (Kaare et al., 
2007; Goodstein, 2007). Since they are in an in-between stage, the children are at a point in 
their lives where psychological change is about to occur (they will become adolescents) 
(Kaare et al., 2007). Kaare et al. (2007) found that most children have become familiar 
with the Internet and receive their own mobile phone by the age of 10.  
Children these days have grown up in a digital world (Goodstein, 2007). Although 
they spend increasingly more time using new media, they do not reduce the time they 
spend on older media. Even though this sounds paradoxical, this can be explained by the 
use of multiple media at the same time (Goodstein, 2007). The children that have grown up 
digitally do not only use the new media when they are at home. For example, new media 
are also present in schools nowadays (Goodstein, 2007). In short, new media technologies 
are omnipresent in children's lives. 
Over the years, more and more games have appeared in children’s worlds 
(Brandtzæg & Heim, 2009). In the Western world, but especially in Scandinavia, most of 
these games are electronic. Brandtzæg and Heim (2009) claim that children play the most 
games when they are around 12 and 13 years old. Since there is a large amount of games, 
children can choose what kind of games they want to play and why they want to play it 
(Brandtzæg & Heim, 2009). They can for example play it for fun, learning, 
communication, excitement and aggression (Brandtzæg & Heim, 2009). What type of 
games a child chooses, has, according to Brandtzæg and Heim (2009), consequences for 
his or her psychosocial development. 
Besides playing games to learn more, new media technologies are also used to 
spread information concerning issues that are important to the children (Goodstein, 2007). 
For example, tweens can get involved in youth activist organizations through the Internet 
using Social Networking Sites (SNS), for example Facebook, to spread their ideas about 
issues they are concerned with. Nowadays, people do not only read content on the Internet, 
they are also able to create their own user-generated content. By this, children have the 
opportunity to help change society and the world (Goodstein, 2007). Since spreading 
information through the Internet is rapid, children's opinions regarding issues they care for 
can spread quickly. As a consequence, when we teach children about water waste and they 
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agree that it is important, they can help spread the message to their friends which can lead 
to social change.  
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5. Gamification 
In our development of the Mission H2O app we have implemented an approach that stems 
from game design and is called gamification. Gamification entails enriching for example 
services, products and information systems with elements from game-design. This is done 
to effect the motivation, productivity and behaviour of the users in a positive manner 
(Deterding et al., 2011 as cited in Blohm & Leimeister, 2013; Huotari & Hamari, 2012 as 
cited in Blohm & Leimeister, 2013). Currently, gamification is mostly used in marketing in 
order to enhance both brand image and customer loyalty. However, gamification can also 
be applied as a tool to help increase the user's learning process. This is for example the 
case for the game Ribbon Hero, developed by Microsoft for their Office-softwares. Ribbon 
Hero motivates the Office-users to learn and use new functions by both offering credit 
points as well as other rewards that are earned by using the software (Blohm & Leimeister, 
2013). 
By applying this strategy, the businesses using gamification are taking the essence 
of games, for example entertainment, design and challenge aspects, and apply these to real 
objectives rather than use it for pure entertainment (Conaway & Garay, 2014). One 
definition of the term gamification is described as follows: “a business strategy which 
applies game design techniques to non-game experiences to drive user behaviour’’ (Pierce, 
2014, as cited in Conaway & Garay, 2014). It should be noted that what gamification is 
can differ from user to user. This depends on which aspect of gaming they implement, as 
well as on what the intention of the use of gamification is for that particular user (Conaway 
& Garay, 2014). 
When using the process of gamification, managers and leaders have a toolkit at 
their disposal, which contains behavioural knowledge theories as well as various separate 
game mechanic principles. The elements of gamification produced by the toolkit can be 
distilled into four overarching categories (Palmer, Lunceford & Patton, 2012): 
  
1. Feedback and rewards 
Gamification typically rewards the users instantly, while in real-world scenarios a person's 
actions may go unrewarded or even unnoticed (Palmer et al., 2012). The use of rewarding 
and feedback is therefore used as a motivation for the users. While some users may be 
more motivated by traditional monetary-rewards, other users may regard the ability to 
master a system, or to have some level of leadership, power or responsibility as more of a 
motivating factor (Palmer et al., 2012). 
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2. Social connection 
Social networks are used in order to create competition and/or provide support (Palmer et 
al., 2012). This ability to have conversations and dialogue with other users can affect the 
level of engagement and interaction of the users. 
3. Interface and user experience 
The aesthetic design is important to consider as the ever-increasing improvements in 
graphic in games can cause many users to have increasing expectations when it comes to 
the design of the technology services they use (Palmer et al., 2012). 
4. Progress paths 
Progress paths is the use of challenges and evolving narratives in order to increase 
task completion (Palmer et al., 2012). The complexity of a challenge in the progress path 
increases over time. So, where a novice is rewarded for more simple tasks, an advanced 
user needs challenges of greater difficulty in order to stay engaged (Palmer et al., 2012).  
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6. Diffusion of Innovations 
Diffusion of innovations is a universal process focusing upon social change. It discusses 
how the media have changed the spatial distances and thereby increased the 
communication of new ideas. If new innovations emerge, information is often sought from 
near-peers. This form of interpersonal exchange usually occurs through convergence of 
information, which is subjectively processed through social communication. New 
information creates uncertainty, which demands seeking for more information in order to 
decrease the uncertainty that has occurred. 
Rogers (2003) explains uncertainty as follows “Uncertainty is the degree to which a 
number of alternatives are perceived with respect to the occurrence of an event and the 
relative possibilities of these alternatives. It motivates individuals to seek information, as it 
is an uncomfortable state. One kind of uncertainty is generated by innovation, defined as 
an idea, practice, or object that is perceived new by an individual or another unit of 
adoption” (Rogers, 2003, p. XVI-XIX). Communication does not only occur as a process 
of convergence, but can also create divergence depending on if the innovation is accepted 
or rejected. As a social practice, communication is not a one-way process, but takes place 
as a two-way process, thereby creating and re-creating information. “Diffusion is the 
process by which an innovation is communicated through certain channels over among the 
members of a social system” (Rogers, 1983, p. 7-11). 
In order to adopt a new innovation, the advantages need to be regulated explicitly. 
Advantages such as time could be economic as well as including compatibility, which 
looks upon the norms and values in the social system, complexity, which requires low 
difficulty, trialability, which depends on if the innovation can be tested before, and 
observability, which demands that it is visible to anyone. 
Rogers (1983) claims that interpersonal channels, which occur face-to-face between 
two or more individuals, show higher efficiency than mass media channels. This process 
develops when two individuals regard the innovation as heterophilous but share similar 
attributes, such as education, beliefs and/or social status. He furthermore claims that the 
communication structures of the members are highly important in order to predict to some 
extent the possible outcome of the innovation. Adoption occurs faster when an authority 
figure produces the decisions, but it can also create divergence. Rogers (1983) therefore 
suggests creating the innovation as optional rather than creating a collective decision, 
which might further slow down the process. One such option could be opinion leadership 
 19 
in which the individual might control the attitudes of other individuals to a preferred 
proportionate frequency (Rogers, 1983, p. 16-37). 
The diffusion of innovations needs to be developed in a certain manner in order to 
achieve the intended goal of understanding and acceptance. First, one creates awareness 
where the individual seeks ‘how to’ (Rogers, 1983, p. 167). When the individual is 
persuaded, he or she accepts or rejects the innovation. When the innovation is accepted, the 
individual actively seeks information, which can be found from the near-peers. As they are 
similar to the individual and have had a positive experience, they are further inclined to 
adopt it. Furthermore, the innovation requires a trial in which the individual is able to 
determine on a probationary basis if it is useful and has a degree of advantage. The 
adoption will further speed up if free samples are available. Lastly, the implementation, 
which demands consistent aid, takes place, and thereafter reaches the point of 
institutionalization or routinization (Rogers, 1983, p. 170-175).  
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7. Method and Methodology 
During our project we used two methods: quantitative research as class surveys and 
qualitative research as a focus group interview. Both methods have advantages and 
disadvantages. The qualitative interview is usually deductive, objective and general, 
whereas the qualitative interview is usually inductive, subjective and contextual (Morgan, 
2014, p. 47).  
The first research technique we used for our project is the quantitative method. We 
decided to use this technique to create an overview of large quantities of data and 
documentative claims, but more importantly to produce more information (Olsen & 
Pedersen, 2008, p. 225). At the beginning of the project we collected general statistical 
data about water and water loss on a national and international basis, as “statistics express 
historical priorities and questions” (Olsen & Pedersen, 2008, p. 226). Unfortunately, 
questionnaire-based inquiries do not allow us to produce solid, general knowledge. When 
using this technique, we gain more general information that can be added to the original 
research in order to further understand the issue we are working on (Olsen & Pedersen, 
2008, p. 226). 
Planning a quantitative data research requires some time and needs to be done 
following some specific rules and criteria. First of all, we selected and formulated a 
problem definition that we wanted to discuss. In addition, we adapted the questions we had 
formulated according to the target group (tweens) (Olsen & Pedersen, 2008, p. 227). The 
questions were divided into various segments in order to categorize the answers more 
strategically (Olsen & Pedersen, 2008, p. 227). 
 The second research technique we used in our project to gather more information 
was the qualitative method. The basic objective of a qualitative research is to have a real-
life impression in our discussion. The most vital goal is to achieve a real life-world 
experience from the target group (Olsen & Pedersen, 2008, p. 229). After developing basic 
knowledge on our topic and gaining information using the questionnaire (quantitative 
research), we decided to conduct a focus group interview to establish contact with our 
target group in order to contextualise the received results. 
In the focus group interview we asked four tweens to participate in a discussion led 
by an interviewer. The prime concern was to encourage a variety of viewpoints on the 
topic by questioning the focus group participants (Brinkmann & Kvale, 2015, p. 175). The 
interviewer introduced the topic for the discussion. The interviewer’s role was to create an 
atmosphere for expression of personal and conflicting points of view. Our main objective 
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with this focus group interview was to create an in-depth understanding of the different 
perceptions of our water waste project and to obtain opinions on the material (the mockup 
app and the posters) that the public is potentially going to have access to (Brinkmann & 
Kvale, 2015, p. 175). 
The reason we chose the qualitative research method was because we thought it 
would be relevant to our focus group. By conducting a group interview, the tweens should 
co-create knowledge individually and between themselves. As previously illustrated, we 
applied a quantitative research before the focus group interview. The main reason was to 
allow the tweens to build up their thoughts concerning water waste and our campaign 
products and enter the next discussion with clear ideas and thoughts in regards to our 
material. If we had not distributed a questionnaire before the group interview, we could 
have risked leading the discussion too much and not gaining sufficient information with 
positive and negative qualities or improvements of the campaign Mission H2O. The 
questionnaire allowed us to create a demographic overview of their thoughts, and 
simultaneously helped them to prepare their ideas. After the quantitative questionnaire and 
the qualitative interview, we were able to further understand the life-world perception of 
the tweens who were analysing our materials (the posters and the mockup app). 
By choosing mixed methods we have to know the main differences between 
qualitative and quantitative methods that would then lead to better explanation of why they 
were combined. Questionnaires work as an objective research tool but can lead to results 
which might be influenced by many factors such as ignorance, misunderstanding, 
hesitation for the participants and faulty questionnaire design, errors in coding and faulty 
interpretation of results (Oppenheim, 1992, as cited in Harris & Brown, 2010). However, 
questionnaires break participants’ contact with everyday life by applying a measurement 
process that can lead to less truthful data (Bryman, 2008, as cited in Harris & Brown, 
2010). This is the reason we used a quantitative method to collect general data and 
statistics, and then included a qualitative method in the next phase. 
We chose the qualitative method as a link to connect the data previously collected. 
It is important to clarify that none of the methods are entirely neutral tools (Fontana & Frey 
2000, as cited in Harris & Brown, 2010; Silverman, 2000, 2006, as cited in Harris & 
Brown, 2010). Interviews, given a context, propose a chance of resolution, elaboration of 
ideas and discussion about different points of view. Participants can explain their thoughts 
in both unrestricted and personal ease, but interviews can also result in participants giving 
socially desirable answers (Richman, Kiesler, Weisband, & Drasgow, 1999, as cited in 
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Harris & Brown, 2010; Yin, 2009, as cited in Harris & Brown, 2010). In addition, results 
can be laborious to repeat or to generalize, and that is why the link to the quantitative 
method is useful to solve the problem (Bryman, 2008, as cited in Harris & Brown, 2010). 
Despite the weaknesses of both quantitative and qualitative methods, they were 
both means of obtaining direct responses from participants, and the combination of both 
methods compensated for each other’s weaknesses resulting in much richer and trustable 
data.  
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8. Class Survey  
8.1 Procedure 
In order to gather quantitative data, we developed a survey. The survey was handed out in 
classrooms at schools in Copenhagen and Roskilde. The school in Copenhagen was Det 
Kongelige Vajsenhus and the school in Roskilde was the international Sankt Josef’s 
school. We chose to hand out the survey in schools, because that allowed us to gather 
many responses at the same time. Moreover, we only had to present the posters and the app 
twice. The school in Copenhagen was chosen because one of the group members knew a 
student, whereas the school in Roskilde was contacted because one of the group members 
had previously had contact with the school for another project. Another advantage of the 
school in Roskilde was that it is an international school. Hence, all students would 
understand our presentation and the questions in the survey.  
When we entered the classrooms, we started with introducing ourselves. We told 
the students that we were students from Roskilde University and that we had made a 
campaign about reducing water waste. After that, we showed the posters to the students 
and explained the characters of Agent Rain and Dr. Drought. Thereafter, we showed the 
mockup app and explained the potential functions of a real Mission H2O app. After we had 
asked if they had any questions, we handed out the surveys (on paper). It was made sure 
the participants felt comfortable and they were informed that they could ask questions if 
anything was unclear or if they had problems with understanding or writing English. 
  
8.2 Survey Questions 
Background information 
First of all, the participants were presented with the question ‘Are you a boy or a girl’? 
After that, they were asked to write down their age and their nationality. Thereafter, 
multiple-choice questions in relation to smartphone use and playing games were asked. 
These questions included ‘Do you have a smartphone and/or a tablet’, ‘Do you play games 
on your phone/tablet?’ and ‘How often do you play games on your phone/tablet?’. 
To get more insight into why children play games and which games they prefer, the 
following open questions were asked: ‘Why do you play games?’, ‘What are your top 5 
favourite games on your phone/tablet?’, ‘Why do you like your favourite game(s) so 
much?’ and ‘What do your favourite games have in common?’. 
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Appreciation of Mission H2O 
Afterwards, questions were asked to measure the participants’ appreciation of Mission 
H2O. The participants were asked what grade on a scale from 1 to 10 (1 = I really don’t 
like it, 10 = I like it a lot) they would give the poster of Agent Rain and the poster of Dr. 
Drought. After this, they were presented with two statements on which they could react 
with a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). The statements were 
‘If I saw these posters, I would search for more information about Mission H2O’ and ‘If I 
saw these posters, I would download Mission H2O’. In case the participants gave a score 
from 1 to 4 on the last statement, they were asked to explain what would make them 
download the app. 
Thereafter, they were presented with statements about the app on which they could 
react using a 7-point Likert scale (1 = strongly disagree, 7 = strongly agree). The four 
statements were: ‘I would be interested in learning something from Mission H2O’, ‘I think 
I could learn something from Mission H2O’, ‘I would tell my parents about Mission H2O’ 
and ‘I would tell my friends/siblings about Mission H2O’. Consequently, the participants 
were asked to explain why they wanted to or did not want to play Mission H2O. 
Thereafter, the statement ‘If I could win the prizes that were shown, I would send in my 
data to win’ was presented along with a 7-point Likert scale (1 = strongly disagree, 7 = 
strongly agree). Moreover, the participants were asked what other prizes they would like to 
win and what grade on a scale from 1 to 10 (1 = I really don’t like it, 10 = I like it a lot) 
they would give how Agent Rain looks. 
Afterwards, the participants were asked what they liked most and least about 
Mission H2O and what they would add to make it more attractive. To conclude the survey, 
they were asked to give an overall grade for Mission H2O on a scale from 1 to 10 (1 = I 
really don’t like it, 10 = I like it a lot) and were asked for further comments. After their 
participation, the students were thanked for their cooperation and given some stickers of 
Mission H2O or candy. 
We chose not to ask yes or no questions but to use statements accompanied by 7-
point Likert scales. We did this, because it allowed us to calculate the mean scores on the 
scales and to conduct T-tests. Moreover, if one uses 7-point Likert scales, one can always 
transform the responses into yes or no answers but it is not possible to transform yes or no 
responses into scores on a Likert scale. 
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8.3 Analysis 
After the responses had been collected on paper, the data were manually imported into 
Statistical Package for the Social Sciences 22 for Mac (SPSS Statistics 22). If some 
answers or words were unreadable, written falsely or written in Danish, the translation was 
written in brackets. To describe the sample, frequency tables were used. To analyze if 
participants had a preference for one of the posters, a paired samples T-test was conducted. 
A paired samples T-test was also used to analyze whether there was a difference between 
willingness to share with parents and with friends/siblings. To investigate whether boys 
and girls differed in their opinion, independent samples T-tests were conducted.  
  
8.4 Results 
Description of the sample 
The sample consisted of 31 respondents of whom 42 percent was male. 61 percent of the 
sample was Danish. The rest of the sample consisted of 2 English respondents, one 
American, one Australian, one Canadian, one Croatian, one Kenyan, one Romanian and 
one Somalian. Moreover, there were three respondents with a double nationality: 
Canadian/Danish, Danish/American and Serbian/Danish. The youngest respondent was 11 
years old and the oldest was 14 (M=12.5, SD=0.8). Most of the respondents (52 percent) 
were 12 years old. 
All respondents owned a smartphone. Additionally, 68 percent also possessed a 
tablet. All respondents except for one played games on their smartphone and/or tablet. 
Most respondents played games several times a day (58 percent). 29 percent played games 
once a day, 3 percent twice a week, 3 percent once a week and 3 percent less than once a 
week. 
The most frequently mentioned reason to play games was ‘fun’. 71 percent of the 
respondents mentioned ‘fun’. Moreover, some respondents mentioned that they play games 
when they are bored or when they have nothing else to do. Another reason that was 
mentioned was that games can be relaxing or can calm your mind. The one person who did 
not play games explained: “I don't think I’m using the time in my only life right, if I am 
playing games. But I think it is right if it is Mission H2O, because that helps the world. 
Normally games don’t”. 
The games that were mentioned most in the respondents’ top 5 games were Clash 
Royale and Clash of Clans (both mentioned 9 times). Clash Royale was mentioned 7 times 
as the first game in the top 5. Other games that were mentioned quite often were Color 
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Switch (8 times), Hay Day (5 times) and Minecraft (4 times). Games that were mentioned 
3 times were Piano Tiles 2, DragonVale and Smashy Road. The games that were 
mentioned by 2 respondents were Temple Run, Crossy Roads, Sling Kong, Subway 
Surfers, Geometry Dash and Trivia Crack. 
When asked why they liked their favourite games, again the reason mentioned the 
most was ‘fun’ (48 percent mentioned it). Other reasons were only mentioned once and can 
be found in Attachment 1. When asked what their favourite games had in common, some 
respondents did not know (5 respondents) or said that the games had nothing in common (6 
respondents). Two respondents mentioned that their favourite games focused on strategy 
and two other respondents mentioned that their favourite games included animals. 
 
Appreciation of the posters 
A paired samples T-test indicated that there was no statistical difference in appreciation of 
the posters of Agent Rain (M=8.4, SD=1.5) and Dr. Drought (M=7.7, SD=2.2), t(30)=1.71, 
p=.10. In other words, both posters were rated the same. Moreover, an Independent 
samples T-test revealed that boys and girls appreciated the poster of Agent Rain the same 
(Mboy=8.2, SDboy=1.7, Mgirl=8.6, SDgirl=1.4), t(29)=.78, p=.56. The poster of Dr. Drought 
was also rated the same by boys and girls (Mboy=7.5, SDboy=2.6, Mgirl=7.9, SDgirl=2.0), 
t(29)=.60, p=.57. 
The majority (55 percent) agreed with the statement ‘If I saw these posters, I would 
search for more information about Mission H2O’, while 26 percent was neutral and 19 
percent disagreed with the statement. Boys and girls rated the statement the same 
(Mboy=4.1, SDboy=1.4, Mgirl=5.0, SDgirl=1.2), t(29)=1.99, p=.06. 65 percent agreed with the 
statement ‘If I saw these posters, I would download Mission H2O’, while 16 percent was 
neutral and 19 percent disagreed. There was an effect of gender on wanting to download 
the app after seeing the posters, in such a way that girls agreed more with the statement 
than boys (Mboy=4.1, SDboy=1.8, Mgirl=5.3, SDgirl=0.8), t(29)=2.66, p<.05. People that did 
not agree with the statement about downloading the app after seeing the posters, were 
asked what would make them download it. Two respondents wrote that they wanted more 
information and two respondents mentioned they would play it if others played it. 
The majority of the respondents (71 percent) agreed with the statement of being 
interested in learning something from Mission H2O, while 23 percent was neutral and 6 
percent disagreed. There was no difference between boys and girls (Mboy=5.1, SDboy=1.5, 
Mgirl=5.3, SDgirl=1.1), t(29)=.54, p=59. Moreover, 84 percent agreed that they could learn 
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something from Mission H2O, while 16 percent was neutral. There was no difference 
between boys and girls (Mboy=5.8, SDboy=1.09, Mgirl=5.7, SDgirl=1.1), t(29)=.12, p=.91. 
Most respondents (65 percent) agreed with the statement telling their parents about 
Mission H2O. 13 percent was neutral and 23 percent disagreed. Furthermore, 48 percent 
agreed they would tell their friends/siblings about Mission H2O, while 23 percent was 
neutral and 29 percent disagreed. A paired samples T-test indicated that there was a 
significant difference between telling about Mission H2O to parents and to friends/siblings, 
t(30)=3.44, p<.005. The difference was in such a way that the respondents were more 
willing to tell their parents (M=5.1, SD=1.6) than telling their friends/siblings (M=4.1, 
SD=1.6). Furthermore, there was a difference in willingness to inform parents between 
boys and girls (Mboy=4.4, SDboy=1.8, Mgirl=5.6, SDgirl=1.4), t(29)=2.10, p<.05. There was 
also a difference in willingness to tell friends/siblings (Mboy=3.0, SDboy=1.8, Mgirl=4.8, 
SDgirl=0.9), t(29)=3.76, p<.001. In other words, girls agreed more than boys to the 
statements about willingness to tell parents and friends/siblings. 
Reasons for not wanting to play Mission H2O included it might get boring or that it 
does not look fun or interesting. Moreover, 2 respondents mentioned that it is not really a 
game, but more a practice to record your water usage in a database. The most mentioned 
reason for wanting to play Mission H2O was that it could help to save water, the 
environment or even the world (11 respondents). Another reason was that it could give 
insight into how much water one uses and how much one could save (5 respondents). 
Other respondents mentioned that they could learn something from it. 3 respondents 
expressed liking the possibility of winning prizes. 
The majority of the respondents (74 percent) agreed with the statement to send in 
their data if they could win the prizes that were shown, whereas 13 percent was neutral and 
13 percent disagreed. There was no difference between boys and girls (Mboy=5.2, 
SDboy=1.8, Mgirl=5.4, SDgirl=1.2), t(29)=.53, p=.60. Most respondents found it difficult to 
come up with ideas for other prizes, or they were already satisfied with the prizes that were 
shown. Some ideas the respondents suggested were plushy figures (stuffed animals) of the 
characters Agent Rain and Dr. Drought. Another prize that was mentioned multiple times 
was tickets, for example for the cinema, Tivoli (which is an attraction park in the centre of 
Copenhagen) or a water park. In addition, water bottles were mentioned as a possible prize. 
On average, the look of Agent Rain was rated with a score of 8.3 out of 10. Boys 
and girls rated Agent Rain the same (Mboy=8.0, SDboy=1.9, Mgirl=8.6, SDgirl=1.5), t(28)=.90, 
p=.38. 
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When asked what they liked most about Mission H2O, 58 percent of the 
respondents mentioned that they liked the main purpose of the app, which was saving 
water. Other respondents liked the educational aspect of the app; they liked learning about 
their individual water use and how to save water. Moreover, some respondents liked the 
fun aspect of the app and the seriousness of the theme at the same time. The question of 
what they liked least seemed difficult for most respondents, since 52 percent did not know 
what they liked least or they expressed not disliking anything at all. 3 respondents who 
disliked some aspects mentioned the app was not really a game. Furthermore, 2 
respondents would have preferred music. 10 respondents did not know what to add to 
Mission H2O to make it more attractive. Some respondents mentioned the game aspect 
should be increased. One student mentioned adding levels representing how much water a 
player saves. Another way to improve the game aspect, according to the respondents, could 
be to implement mini games, for example with the characters of Agent Rain and Dr. 
Drought. Other additions that were mentioned were creating a new interface (for example 
with the hero standing in the background), adding music, adding more colours and more 
prizes. 
The mean overall grade for Mission H2O was an 8.3 out of 10. There was a 
difference between boys and girls, being that girls gave a higher grade than boys 
(Mboy=7.5, SDboy=2.0, Mgirl=8.8, SDgirl=1.4), t(28)=2.15, p<.05.  
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9. Pilot Interview (Det Kongelige Vajsenhus) 
In order to prevent flaws or mistakes within the original focus group interview that we had 
prepared, we sought to conduct a pilot interview. This interview would possibly identify 
confusion or inaccurate details in the original interview guide and permit the interviewer to 
gain practice in interviewing.  
Another advantage in conducting a pilot interview was allowing us to evaluate the 
structure of the interview. One issue could be the manner the interview had been set up. 
Some questions might fit better in another part of the interview set-up or other questions 
might be too abstract. Furthermore, if the interview had not been tested, it could show 
repetitive or similar questions.  
Lastly, when conducting a pilot interview, the interviewees are able to test the 
technological equipment. In our research we used both dictaphone and camera. The 
dictaphone recorded the voices of the interviewer and interviewee, whereas the camera was 
capable of documenting any further details, such as facial expressions, which the 
interviewer might forget after the interview. Furthermore, if words on the dictaphone 
should prove to be inaudible, the video file from the camera might be used as a secondary 
aid. 
After the pilot interview was conducted, some of the questions were deleted or re-
written. Furthermore, it should be noted that the data were collected from students from 
Det Kongelige Vajsenhus, which is a school for children that have single parents (Det Kgl. 
Vajsenhus, 2016).   
 30 
10. Focus Group Interview (Sankt Josef) 
We conducted a qualitative interview with a focus group in order to go into depth with the 
interviewees’ understanding of our posters (Agent Rain and Doctor Drought) and mockup 
app (Mission H2O). With a reception research we want to understand how the tweens 
experience the media we have created and thereafter use the interview transcript as a 
discursive exchange. Furthermore, it is essential to be aware the interviewees might not 
previously have performed in a ‘research interview’ and one should therefore be explicit 
concerning the goal of the interview and guide the interviewee conversely towards the 
requirements of the study (Schrøder, 2003, p. 147).  
  
10.1 Procedure 
First we were given a room by the school in which we could conduct the focus group 
interview without disturbances. Our interview consisted of two boys and two girls at the 
age of eleven to twelve years. The students were collected randomly by the teacher of the 
class and therefore excluded potential subjective influence by the researchers. The whole 
interview lasted for approximately 10 minutes. First, the students were introduced to the 
anonymity of the study and we gave them the opportunity to gain access to the finished 
project as well. As the students had also conducted the survey beforehand, it was no longer 
necessary to give an introduction to the campaign. As mentioned in the pilot interview, we 
used a dictaphone and a camera. Especially in regards to the group interview, that was 
crucial in order to identify who was speaking during the questioning. We divided the 
questions into categories in order to prevent confusion. Furthermore, as a semi-structured 
interview it was important to easily get back to the original questions. 
  
10.2 Questions 
Background information 
After the interviewer had spoken to the tweens, the first question asked how old they were. 
These questions resembled the survey questions, such as ‘Do you have a phone and/or 
tablet?’, ‘How often do you play games?’, ‘What do you like about the games?’ and ‘Do 
you talk about your favourite games with family and/or friends?’ These questions were 
used in order to create conversation, including gaining background knowledge of the 
student’s use of media. 
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Appreciation of Mission H2O 
In addition we asked questions in order to comprehend whether the students liked or 
disliked the posters and mockup app. We therefore asked ‘Do you like the posters?’, ‘Do 
you have a favourite poster?’, ‘Do you think the posters make you want to search for more 
info about the app and download it?’, ‘Do you like Agent Rain and Dr. Drought?’, ‘What 
do you like/dislike about them?’. This category focused solely on the interviewees’ 
perception and visual attributions of the posters. 
The second category was more directed towards sharing the information and 
potential app with fellow students. These questions included ‘Would you want to share 
Mission H2O?’, ‘Why do you want to share it?’, ‘Would you also share it with your 
parents or friends?’, ‘Do you parents have games on their phones/tablets?’ This category 
also covered the additional incentive of winning a prize in order to share the potential app. 
‘If you could win something, would you want to play Mission H2O with your whole 
family?’ It also investigated the use of media in regards to the family household. ‘Have 
your parents talked with you about trying to use less water? (For example turning off the 
tap when you’re brushing your teeth). Do you remember what they talked about?’ 
The fourth category focused upon the prize itself, which included the possibility of 
the process of uploading the picture of the water meter to win being too difficult. ‘Do you 
like the prizes you can win?’, ‘Do you have any suggestions for other prizes to win?’ and 
‘Do you think it’s easy or difficult to participate to win the prizes? (Taking a picture of the 
water meter)’. 
The last category investigated the general perception of Mission H2O. ‘What do 
you like most about Mission H2O?’, ‘What do you like least about Mission H2O?’, ‘What 
would you add to Mission H2O to make it more attractive?’ This category also demanded 
grading the general impression of Mission H2O ‘What is your general opinion about 
Mission H2O? Can you give it a grade from 1 to 10?’. 
 
10.3 Analysis 
The individual interview in the test interview gave the interviewee the possibility of 
expressing the experience much more explicitly. In a focus group interview, the group is 
able to produce and co-produce knowledge. Also, our decision to choose fellow students 
from the same class creates a different form of communication as the near-peers might not 
feel obligated to express themselves explicitly. Group interviews also create a more 
realistic production of the social interaction that occurs between students in a school or 
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family household environment (Schrøder, 2003, p. 151-152). Schrøder explains a focus as 
follows “[Focus groups] are superior to other methods only for the study of group norms 
and group understandings, and even here their superiority to ethnographic study is partly 
the superiority of convenience or accessibility .... [but] there is an understandable tendency 
for atypical behaviours to be unreported or under-reported in group settings” (Schrøder, 
2003, p. 154). 
 
10.4 Results 
During the discussion we had with tweens, we asked them if they had any mobile devices 
or tablets to understand the kind of relation they have with these, and they all agreed on 
having at least a mobile device if not both. The tweens expressed feeling the need to check 
these devices almost every day, at least once. One of the children stated that he was in 
contact with these devices any time he would have a break. We then went further on trying 
to understand how they felt about games on their devices. We asked if they had any and 
how they came in contact with them. The majority stated they gained information about 
games through their friends, having seen it on a television advertisement or even on 
YouTube. 
As our intention is to involve the parents in our product, we asked the children what 
their parents think about games, and if they play them too. One out of four tweens’ parents 
played games, which gave us reasons to believe the parents might not download our game. 
To understand if our target group would share the game with other children, we asked them 
if they told anyone about the games they played on their devices. All but one shared games 
with friends. 
After gaining general knowledge from the tweens, we focused specifically on the 
posters and app in order to gain an in-depth understanding of the reception of the 
campaign. Three out of four children thought the posters looked ‘cool’. One boy did not 
like them and thought they were too childish, but if he had to choose one, he would have 
preferred the poster with Dr. Drought. We asked if they would download the app when 
they saw the posters. The answers from the tweens were rather mixed. Most replied they 
would in general download a game if it was recommended by a friend or if they saw it in a 
commercial. The choice of introducing a prize in the competition made some change their 
opinions regarding the app, possibly creating an incentive. 
Three out of four tweens talked within the family at least once about water waste, 
which could give us reason to believe they would share the game with their parents. All of 
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this was still motivated by the possibility of winning prizes. By bringing back the app as a 
topic in the discussion, we tried to investigate if the information or tips in our app would 
help change the water usage within the household. It appeared as it would change their 
habits if they knew how much water they were actually wasting when for example taking a 
shower, brushing teeth and flushing the toilet. 
The tweens were very interested in the prizes, so we asked them what else they 
would prefer to win if they took part in the competition. One of the children suggested a 
water gun. During the discussion, the children came up with different ideas, such as a trip 
to an attraction park, for example Legoland or Lalandia. The tweens also suggested 
keeping the idea of presenting Mission H2O in person in schools to spread the knowledge 
of water waste. 
After that, we went back to discussing the app in order to better understand what 
they thought about it and how they would use it. One of the girls explained she did not like 
the idea of having to put in all the data about her water use each time. She explained that 
she would already know she was saving water and that it seemed too time consuming. We 
responded by explaining that all the input was to help us in order to see how much water 
people were starting to save and thereby deciding the winners of the prizes. The tweens all 
seemed to understand our reasoning. 
Finally, we asked the students to give our products a grade from one to ten in order 
to have an overall view of what they thought of Mission H2O after hearing all the 
necessary information. The grades that were given were between 6 and 8 (M=7.1), while 
they suggested implementing a levelling system in the game which would make the tweens 
play the game more and compete for the prizes and title of best water saver.  
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11. Discussion 
11.1 Difference(s) Between Target Group in Sankt Josef and Det Kongelige 
Vajsenhus 
The surveys, the individual and the focus group interview took place at two different 
schools. A few surveys and the individual pilot interview occured at Det Kongelige 
Vajsenhus in Copenhagen. While we did the presentation and the tweens filled out the 
surveys while there was no teacher present in the classroom. However, at Sankt Josef 
international school in Roskilde, there was a teacher present during the presentation and 
when the tweens filled out the surveys. Consequently, the tweens at the school in Roskilde 
might have felt more pressured because the teacher was present. Furthermore, it is possible 
that we acted differently ourselves because the teacher was in the classroom. For example, 
at Det Kongelige Vajsenhus the environment was more relaxed. In addition, the children at 
Det Kongelige Vajsenhus seemed more respectful. Moreover, they talked with us and each 
other while filling out the survey, whereas the children at Sankt Josef filled out the survey 
on their own, while raising their hands to ask questions or when finished with the 
questionnaire. 
Moreover, Det Kongelige Vajsenhus is a school for children who only have one 
parent, whose parents are divorced or whose parents have a low socioeconomic status (Det 
Kgl. Vajsenhus, 2016). Since the Sankt Josef school is a private school, the parents of the 
tweens that filled out our survey probably have a higher socioeconomic status.   
Another difference between the schools that might have affected how the tweens 
from the different schools acted, is that the children at Det Kongelige Vajsenhus were not 
used to speaking and writing in English, whereas the children from the international school 
Sankt Josef were more comfortable in writing and speaking the language. Lastly, there are 
some variables that might have affected how the children in the different schools 
responded to our campaign, but it is beyond the scope of our project to discuss that any 
further.  
As mentioned before, the respondents were chosen due to previous contact with the 
schools. To gain a broader understanding from children with different backgrounds, we 
could have selected the sample more deliberately. Such an approach would have been to 
choose schools with specific characteristics, such as the socioeconomic status of the 
tweens and their parents. 
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11.2 Combining Survey and Focus Group  
When combining the results from both the survey and the focus group, one can conclude 
that all tweens in our sample (N=31) had a smartphone and more than half of the sample 
also had a tablet. This is in line with Kaare et al. (2007), who claimed that most children 
have their own mobile phone when they are 10 years old. Moreover, the results indicated 
that all but one child in our sample played games, which corresponds with Brandtzæg and 
Heim (2009), who argued that children play the most games when they are 12 and 13 years 
old. Brandtzæg and Heim (2009) discussed several reasons why tweens want to play games 
and our findings from the survey support that children play mainly for fun. 
While in the survey both posters were rated the same, three out of four children in 
the focus group preferred the poster of Dr. Drought. When asking whether they wanted to 
download the app or not, the majority was positive in the survey, whereas in the focus 
group the two boys were negative, one girl was positive and one girl was unsure. From 
both the survey and the focus group it could be deduced that girls were more willing to 
download the app. From the survey it could also be concluded that girls were more willing 
to tell other people about the app. This result was not found in the focus group interview. A 
similarity between the survey and the focus group was that in both tickets were mentioned 
as a desirable prize. However, there was a difference in what tickets they preferred. In the 
survey Tivoli, the cinema or a water park were suggested, whereas in the focus group 
Legoland and Lalandia were mentioned. 
Both respondents in the survey and the focus group mentioned that they preferred if 
the app would have a leveling system or some other kind of competition. We overlooked 
certain details during the presentation, such as the levelling system, as there were already 
various details to explain. However, this indicates that we had predicted what our target 
group would have favoured. All in all, both the respondents from the survey and the focus 
group gave a positive grade to Mission H2O. In the survey, the overall grade was an 8.3 
and girls gave higher grades than boys. In the focus group, the average was 7.1 and the two 
girls gave higher grades than the two boys. 
 
11.3 Could Gamification Aid Diffusion of Innovations? Intended Effect versus Result  
One question that came to mind after having read about gamification as well as having 
gained knowledge from the theory of diffusion of innovations, was whether a connection 
between the two could be made. Could the use of gamification be seen as an aid when one 
wishes to spread a product or idea? 
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Diffusion of innovations merges well with our intention of our product as it focuses 
on social change, which is ultimately our goal with Mission H2O: to change the way 
tweens use and view water as a resource with our app and thereby use gamification as the 
catalyst for this change. 
The competition aspect of our app (where the ‘Agent’ who saves the most water 
receives the most ‘points’) can be seen as aiding the diffusion of the app, as information 
about new innovations is often sought by near-peers of the users. In this case, the 
competitive aspect could result in users urging their friends also to join the app in order for 
them to be able to compete on who the best Agent is. Our app is developed in a manner 
that corresponds with how an innovation needs to be formed in order to enhance the 
chances of it being accepted. The first step is to create awareness that urges the individual 
wanting to know more, which we do with our posters. The posters are very simple and do 
not provide much information but instead have links to both our app and our Facebook 
page. If the individual thereafter still wishes more information, they can seek it from a 
friend who has downloaded the app. Preferably the reward and point system will convince 
the user to play the app. After the aforementioned process, the stacking of points over time 
(in order to have enough points for a certain preferred prize) will ensure that the practice of 
the app becomes a routine. The use of prizes in our app also helps ensure that even though 
the use of our app can be seen as time consuming (for example because of the time it takes 
to put in one’s data, send in the picture of one’s water meter and so on), the user will still 
gain points from using the app, thus ensuring that some kind of advantage is present by 
using it. An important part of a successful diffusion of new innovations is communication 
in order to spread the innovation. The internal communication between the tweens as well 
as the communication with their parents is vital for our use of gamification, as it aids us in 
reaching as many as possible with the app. The players send in data, which we then verify 
and reward with points. This results in the communication being a two-way process. We 
have also made an effort to make the app simple to use, in order to make sure our target 
audience understands how it works. Lastly, the fact that the app will be free to download 
and play will also entice more players to use it. 
 
11.4 Improvements of the App Mission H2O 
When investigating the response of the students, we should be able to gain knowledge 
concerning the positive and negative aspects of the mockup app Mission H2O. We could 
thereby improve potential mistakes or fallacies, which we might not have been able to 
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identify.  Furthermore, if we should continue to work on the mockup app, we would be 
able to seek specific tendencies and preferences with regards to the chosen target group 
(tweens). We would thereby be able to change the original design and create a better, more 
target group oriented version of Mission H2O. 
On average, 65 percent of the respondents in the survey agreed with ‘If I saw these 
posters, I would download Mission H2O’. After downloading the game, certain issues 
might arise. We have divided these into 6 categories based on the answers from our 
respondents. 
1. Graphic 
Several questions were asked when investigating the visual aspect of the app. Some 
defined it as childish while others said it lacked more colourful imagery. The tweens 
disliking the childish aspect of the app might think so due to age or personal reasons as 
only 2 out of 31 responded accordingly. Other students expressed they would have liked 
the game to include Dr. Drought. We therefore discussed having him appear whenever the 
player uses too much water. Finally, the app mainly consists of the colour black due to the 
imageries that were uploaded into Adobe InDesign CC 2015 and InVision. This could be 
improved by changing the colour into more vibrant colours such as different colours of 
blue, which would also conform to the main character Agent Rain.       
2. Education 
58 percent of the students liked the main purpose of the app, which was saving water. 
Some responded that the educational aspect played a major role in the game, especially by 
combining such a serious topic into a ‘fun’ game. Also, one student expressed liking the 
fact that ‘you can use your brain and it’s fun’ when speaking of his favourite game - 
thereby creating similarities between our app and that of more famous games. In addition, 
several students answered they were interested in knowing the amount of water they use on 
a daily basis. The learning aspect of the app is therefore not only education but also adding 
the opportunity to give information as a player and learning the water use of each 
individual’s behaviour. 
3. Music 
While the students were able to see the app game and the Quiz, two tweens added ‘music’ 
as a limitation of the app. Every game has a characteristic sound, which further adds to the 
strategy of a memorable game. If we had put music in the game, all the students might 
have enjoyed the app. Furthermore, music plays an important role when speaking of 
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creating a specific mood in a game and it would therefore be advantageous to include a 
theme song or something similar. 
4. Levels 
Games usually consist of a levelling system. This we did include in the game design, but 
not in the presentation of the campaign, which was explained in Chapter 11.2. It was 
therefore inevitable that some students expressed missing a levelling system. Furthermore, 
one student stated adding a title to every best water saver as an improvement. One could 
thereby add the highest score of the day, week or month. These titles could be uploaded on 
the shared Facebook page that can be reached from the QR-code on the poster. 
5. Prizes 
74 percent of the respondents answered they would download the game if they could win 
prizes such as the Sea-Monkeys or the Water Science Kit. One student answered to 
download the game if one could win something every day. Even though we would not be 
able to give grand prizes daily, we could give smaller incentives such as winner titles as 
mentioned before. Other options would be Mission H2O cards or adding points to one’s 
personal scaling system. Another improvement could be implementing a point system in 
which the user could gain points for every time the game is shared with a friend or 
acquaintance. 
6. Additional games 
The mockup app itself only consists of a very limited version of how the original app may 
look like. As of such it might be of use to include further games using Dr. Drought or 
Agent Rain. Other students also expressed implementing mini games or a sidekick to 
Agent Rain. One student responded that a time limit on the Quiz could improve the app. 
One could suggest this would add excitement in comparison to a slower version of the 
Quiz. 
Two students answered the app Mission H2O not really to be a game but simply a 
way to record the water use in a database. It might therefore be useful to include minor 
games and music in the app as well as creating a more colourful graphic design or 
‘graphical interface’ as one student mentioned. By investigating the characteristics of the 
student’s favourite games such as Clash of Clans, Clash Royale or Color Switch, we would 
be able to add some of these characteristics into our own app and thereby potentially 
increase the amount of users. We would continuously keep the main design including 
Agent Rain and Dr. Drought, but simultaneously change certain characteristics in order to 
implement the wishes/preferences of our target audience. 
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11.5 General Improvements 
A critical note to our research investigation could be that our survey sample only consisted 
of 31 respondents due to lack of time. In order to obtain results that are more generalizable 
and more representative of all tweens in Denmark, we should have distributed the survey 
to more tweens nationwide. If we had done this, we would also have been able to compare 
the perceptions of younger and older children. It should be noted however, that we then 
would have to translate the presentation, the posters, the mockup app and the survey into 
Danish, since not all tweens in Denmark have a sufficient level of English.  
Another solution would be to present everything in English, as we did in Det 
Kongelige Vajsenhus, but to make it more clear that the tweens were allowed to answer in 
Danish. At Det Kongelige Vajsenhus we informed the children that they were allowed to 
answer in Danish, because we recognized that some of them had major difficulties in 
writing in English. Some still persisted in filling out the survey in English which might be 
due to us not having explained it thoroughly enough. This created some issues when we 
had to import the data in SPSS. 
Furthermore, it would have been interesting to investigate what tweens in other 
countries think of our campaign. In that case, we would have to translate the campaign into 
several other languages. One motive would be that tweens in Denmark might like the 
campaign, whereas tweens from other countries could have different beliefs and norms. It 
would therefore be interesting to examine this issue on an international basis, as water 
waste is a global issue. 
Another point of critique about our method could be that the tweens found it 
difficult to come up with criticism about the campaign, both in the surveys and in the 
interviews. This might be due to not having created an open dialogue for critique. So, if we 
would have to conduct a similar campaign in the future, we should emphasize the 
importance of criticism as it can help improving the campaign.  
Furthermore, we should have made a more thorough outline of our presentation 
from our original design, as we forgot to mention implementing a levelling system in the 
app.  
Moreover, we would have liked to add more theories to our theoretical foundation, 
but this was not possible due to lack of time and space. Such theories include Maffesoli’s 
tribal theory and theories concerning the psychological and sociological aspects of tweens. 
Originally, we had implemented Maffesoli’s tribal theory, but after analysing our 
theoretical framework, we realized that it did not fit with the other theories and our 
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problem definition. Maffesoli’s theory seemed to be somewhat out of place, as it focused 
on the formation of communities and group dynamics, but not on sharing new ideas, which 
was our point of interest (Maffesoli, 1996). 
In addition, we could have adopted a more dialogical approach in our reception 
analysis. If we had done this, our focus group interview would have been less structured. 
As a consequence, we could have gotten different answers and different topics of 
discussion might have arisen. Furthermore, we could have used discourse analysis to 
examine how the tweens spoke of our campaign. Due to the limited amount of time, we 
chose to go another direction. Moreover, we could also have conducted a reception 
analysis with our secondary target group (parents). Due to the limited time that was 
available, we chose only to focus on our primary target group (tweens).  
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12. Conclusion  
In the beginning of our project, we formulated the following problem definition ‘How is 
our campaign received by the target audience and is it plausible that the game (Mission 
H2O) will be played?’ We thereafter added two sub questions to further guide our research 
investigation of conducting a reception analysis with tweens. The sub questions were ‘How 
is the tone of voice perceived by the audience?’ and ‘Would the tweens respond by sharing 
the mockup app?’ In the conclusion, we will seek to answer these questions as accurately 
as possible. 
The primary target group in Mission H2O were tweens (age group from 10 to 14) 
and the secondary target group were their parents. Water waste has continuously been an 
issue throughout the world reaching up to 80 percent in some countries, whereas Denmark 
wastes 5 to 10 percent. 66.5 percent of the water used in Denmark comes from the 
household, which was why we focused upon changing habits occurring at home. We 
designed two posters and one mockup app using the main characters Agent Rain (the hero) 
and Dr. Drought (the evil nemesis). Due to Danish children playing games 2 to 3 hours on 
average every day, we decided on targeting tweens in our campaign. Furthermore, children 
this generation share information rapidly throughout Social Networking Sites (SNS) and 
are thereby able to spread information quickly. 
By conducting a quantitative (survey) and qualitative (focus group) research, we 
were able to carry out a reception analysis of the tweens. The main incentive for 
downloading and playing the game were the proposed toys and gadgets and adding a 
levelling system, which also fits the gamification theory of feedback and reward. Other 
participants stated that changing the interface and game design by adding music, more 
colour and additional mini games would be beneficial for the app. Most tweens enjoyed 
playing a game that had a serious topic but was ‘fun’ at the same time. Every participant 
owned a smartphone and almost everyone played games, some up to several times a day 
(58 percent). One respondent who did not usually play games expressed a wish to play 
Mission H2O because it “helps save the world. Normally games don’t”. 
65 percent of the tweens stated they would download the game if they saw Mission 
H2O and 71 percent said they would want to learn more about the game. 65 percent would 
tell their parents about the game and 45 percent would tell siblings and friends. Finally, 74 
percent declared they would send in the data of their water meter in order to win the prizes. 
In the focus group only 1 out of 4 parents played games, but the children also replied that 
many parents had discussed the issue of water waste with them which might give reason to 
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believe the parents might join Mission H2O for economic and environmental reasons. In 
addition, some tweens stated they would download the game if it was recommended by a 
friend, which is why it would be important and more effective to meet up in person in 
order to fully explain the game. Some students participating in the focus group suggested 
this as well. These children would then be able to spread the information further and 
thereby create a diffusion of our game. Finally, the focus group gave Mission H2O an 
overall grade of 7.1 whereas the survey gave it 8.3 out of 10. Considering the overall 
positive responses to Mission H2O, we can conclude that the campaign would be possible 
in the Danish market.   
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14. Appendix 
14.1 Questions of the Interview 
This is an anonymous interview. We won’t share the video with anyone and we will only 
use it for our research project. If you or your parents want to read the final project, you can 
give us your e-mail address. 
  
- How old are you? 
  
- Do you have a smartphone and/or a tablet? 
- Do you play games on your phone/tablet? 
- How often do you play games on your phone/tablet? 
- What is your favourite game on your phone/tablet? 
- How did you get to know this game? 
- What do you like about the game(s)? 
- Do you talk about your favourite games with friends and/or family? 
  
- Do you like the posters? 
- Why/why not? 
- (Do you have a favourite poster?) 
- Do you think the posters make you want to search for more info about the app and 
download it? 
- Do you like Agent Rain and Dr. Drought? 
- What do you like/dislike about them? 
  
- Would you want to share Mission H2O? 
- Why do you want to share it? 
- Would you also share it with your parents or friends? 
- Do you parents have games on their phones/tablets? 
- If you could win something, would you want to play Mission H2O with your whole 
family? 
  
- Have your parents talked with you about trying to use less water? (E.g. turning off 
the tap when you’re brushing your teeth). Do you remember what they talked 
about? 
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- Do you like the prizes you can win? 
- Do you have any suggestions for other prizes to win? 
- Do you think it’s easy or difficult to participate to win the prizes? (Taking a picture 
of the water meter) 
  
- What do you like most about Mission H2O? 
- What do you like least about Mission H2O? 
- What would you add to Mission H2O to make it more attractive? 
- What is your general opinion about Mission H2O? Can you give it a grade from 1 
to 10? 
  
Final question: Would you like to give us your e-mail address to see the final project?  
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14.2 Pilot Interview: Shannon 
In order to improve the questions we had developed for the focus group interview, we 
conducted a pilot interview or trial interview to find potential mistakes or flaws within the 
interview guide. Furthermore it would help the interviewee to familiarize him- or herself 
with the topic as well as with the process of interviewing. The interviewer will be called I 
and the test person has been given anonymity and has therefore been provided with a (fake 
name) Shannon. 
 
I.: Hey 
S.: Hey (laughs) 
I.: How are you? 
S.: Good (laughs a little bit) 
I.: Yes well we just wanted to say that this is an anonymous interview. We won’t share this 
video with anyone and it will only be used for our research project. 
S.: Okay 
I.: If you or your parents want to read the final project you can give them our e-mail or our 
contact information that we will give you when the interview is over. Okay? 
S.: Yeah 
I.: How old are you? 
S.: ... 12 
I.: 12? Okay. Perfect. Do you have a smartphone or do you have a tablet? 
S.: I have a smartphone 
I.: Okay. Well. Do you play games on your phone or tablet? 
S.: Euh yeah 
I.: Okay. How often do you play the games? 
S.: Ehm... maybe twice a day or something 
I.: Twice a day? 
S.: Yeah 
I.: Cool. What is your favourite game on your phone? 
S.: Ehm... it’s... something called wild pan-panther 
I.: Wild panther. Wow 
S.: Panther 
I.: Panther? 
S.: Yeah euh... that black lion 
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I.: Yes a panther 
S.: Yeah a panther 
I.: Wow 
S.: Yeah 
I.: Wow. How did you get to know the game? 
S.: ... ehm I just wanted to find a... game with where you... where you have to get some 
water through some sand to (inaudible) where some crocodiles take a bath and then ehm I 
wrote crocodile and then all kind of wild stuff came up like wild lions and 
I.: So there are other games came up along... 
S.: Yeah 
I.: ... with this initial game that you started playing 
S.: Yeah 
I.: Okay. Perfect. Wow that sounds great. What do you like about it? 
S.: Ehm... I like the nature and I like that you have to like run after ehm... your food and all 
this wild stuff and then you can get... more ehm cups and 
I.: So your connection to this game is basically nature?    
S.: Yeah 
I.: That’s cool 
S.: And animals 
I.: And animals. That’s wonderful wow. Do you talk about your favourite games with your 
friends or family? 
S.: Ehm... only when my friends are... like ehm when I’m playing with them home but 
(inaudible) then... then sometimes we play games and then I show them the games but I... 
not really talking in school about it 
I.: No 
S.: So... yeah 
I.: We just want to talk a little bit more about the App we have made   
S.: Yeah 
I.: We want to get more into detail about the posters. Do you like the posters that we have 
made? 
S.: Really much... like really much (laughs) 
I.: Any particular reason why you like them? 
S.: ... I think they’re kinda really cool... and there’s something... yeah just they’re really 
cool and... like I like the kind of fantasy in it  
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I.: Super 
S.: Yeah 
I.: Do you have a favourite one that you like over the two? 
S.: Ehm... I think it’s called Doctor Grow... 
I.: Doctor Drought? 
S.: Doctor Drought yeah... the evil one 
I.: Yeah 
S.: He’s really cool 
I.: Do you think the posters make you want to search more information about the App? 
S.: Yeah 
I.: Would you like to download it? 
S.: I think I will first look at the App to see what it was kind of about and then I would 
download it if I thought it was really... cool or something 
I.: Okay. Do you like Agent Rain or/and Doctor Drought? 
S.: Yeah I like them both (laughs) 
I.: What do you like or dislike about them? What do you not like about them? 
S.: Ehm... ehm I don’t know really it’s... no I don’t really know (laughs) ehm... 
I.: Is there anything in particular that you don’t like? The way the front is or the colour 
or...? 
S.: No I-I-I like them all I think they’re... cool colours and I think they’re cool... ehm... 
yeah 
I.: Would you want to share the Mission H2O App? Would you like to share it with your 
friends? 
S.: Yeah 
I.: To whom particular? 
S.: My friends and my family and...    
I.: Okay. Why would you want to share it? 
S.:  Ehm (laughs) I would guess because it was fun and you can win stuff and so you know 
you can save more water and stuff... 
I.: Okay. Would you also share it with your parents? 
S.: ... Yes (laughs) 
I.: Do you think that they would like it? 
S.: Yeah 
I.: Do your parents have games on their phones or tablets? 
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S.: Ehm... I don’t think they play them but I download sometimes games on their phones 
that I play 
I.: That’s cool 
S.: Yeah (laughs) but I don’t but my mom she plays a lot of candy crush... a lot of that 
(laughs) and bubble witch... 
I.: Well alright. Cool 
S.: Yeah 
I.: If you could win something what would you want to play Mission H2O with your 
family? 
S.: Euh... yeah (laughs) I don’t really know ehm... I guess 
I.: Have your parents talked with you about trying to use less water? 
S.: Yeah a lot (laughs) 
I.: Okay 
S.: ... and every time I’m in the shower too long my mom will always like says... ehm 
you’re using too much water or... yeah 
I.: During the time you brush your teeth or...? 
S.: No eh it’s actually... no I don’t know it’s like when you stand there in the shower in a 
really long time... yeah  
I.: Hmm... 
S.: Like every time I put shampoo bal-bal-balsam in my hair I always shut the water off I 
don’t know why I just do it (laughs) 
I.: Okay. That’s cool. 
S.: (laughs) 
I.: Do you like the prizes that you can win? 
S.: Yeah (laughs) 
I.: Do you have any suggestions for other prizes you would like to win? 
S.: Ehm... I don’t know... do-does it have to be with water stuff or could it be with other 
prizes too? 
I.: No it can be other prizes as well 
S.: Ehm... maybe be like tickets to the movie theatre or... yeah... something ehm like a lava 
lamp or a teddy bear or something (laughs) 
I.: Sounds cool. Lava lamp 
S.: Action figure or something (laughs) 
I.: (laughs) Do you think it’s easy or difficult to participate to win the prizes? 
 52 
S.: Ehm...   
I.: The reason why we ask you that is because in order to be a part of winning the prizes 
you have to measure the water 
S.: Yeah 
I.: And actually show proof that you are saving and by doing so you will take a photograph 
to document it and then you send it in. Would you think of the top of your think that it 
would be difficult to participate to win the prizes? 
S.: Ehm... maybe it’s-it’s-it’s kinda what can you say... kind of different maybe for like 
every day or something what you can say ehm... like you can’t really if you don’t think 
about it sometimes you just use a lot of water and then you have to be honest and then... 
then maybe it’s gonna be a little hard to win... but ehm yeah 
I.: Cool. That’s great. What kind of question do you think we can ask in the quiz in 
Mission H2O? 
S.: Ehm... what would the questions I saw ehm I think it’s good but ehm... like do you 
remember to shut the ehm... water off when you clean dishes or do you remember to shut 
the water off when you leave the kitchen or something like that or the toilet 
I.: Yeah. What do you think about how Mission H2O looks like? 
S.: ... 
I.: Is it childish? 
S.: I think... 
I.: Do you like the colours? Does it have enough images? 
S.: Ehm (coughs) I don’t (coughs) ... It kinda ehm... yeah I don’t know it’s... it’s kind of... 
I.: You need to look at it again? 
S.: Yeah can you just read the question again? Just the question 
I.: Sure. What do you think about Mission H2O? 
S.: Oh yeah that was it ehm... it think it looks like kind of professional if you can say it like 
that. It looks like... ehm... I f-... it looks like something I know like a-an App I know where 
you can save something else I think you know... like... yeah 
I.: Do you think it looks childish in any way?      
 S.: Yeah childish and... for adults too I think. I think it looks like for every-everybody 
I.: And the colours. Do you like the colours? 
S.: Yeah I like the colours yeah (laughs) 
I.: Cool. Do you think it’s enough images? 
S.: Ehm... 
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I.: Do you think it needs more? 
S.: I don’t think it needs more. I think it’s fine like that 
I.: Just the way it is 
S.: Yeah 
I.: Okay. We are just down to the last three questions. What do you like most about 
Mission H2O? 
S.: Ehm... that I like most about it. I think it’s 
I.: That stands out 
S.: Okay... that that you can save water and that I think it’s a really good idea that maybe if 
you could get the App you’ll think about it more... 
I.: Hmm... 
S.: Well I-I need to I really wanna win this prize or have to like ehm... I have to like think 
about how much water I use because I really want to win a prize or something like that 
I.: Okay. So what do you don’t like about Mission H2O? 
S.: Ehm... there’s nothing really I don’t like I think it’s a cool App and then it’s really cool 
pictures too... 
I.: Hmm... 
S.: Ehm... yeah I don’t I don’t really (laughs) know 
I.: Hmm... okay well what would you add to make Mission H2O get more attractive? 
S.: Ehm... if you want to download the App maybe a commercial to see how the whole 
thing like... works... yeah 
I.: Okay. That’s duly noted (laughs) 
S.: (laughs) 
I.: What is your general opinion about H2O. Can you give it a grade from 1 to 10? 
S.: ... I think it’s 9 (laughs) 
I.: A 9? 
S.: Yeah 
I.: Okay 
S.: (laughs) 
I.: So you would play it? 
S.: Yeah... I would 
I.: Okay. Well thank you 
S.: If I knew about it I would play it (laughs) 
I.: Well thank you for your time 
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S.: You’re welcome 
I.: It was good 
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14.3 Focus Group Interview 
The interview was conducted in a meeting room at the school where the young people we 
interviewed went. The interview was with two girls and two boys being interview together 
as a focus group. The interviewees will be called fake names in order to be confidential. 
The two girls will go under the names Sofie and Anna, and the boys will go under the 
names Peter and Hans.  For short we will use the first letter of their names, and the 
interviewer be called I for short a second interviewer will be heard a couple of times and 
will be called II. 
  
Interview: 
Interviewer I: First question: How old are you? 
S.: I’m eleven. 
A.: Twelve. 
P.: Twelve. 
H.: Twelve. 
Interviewer II: Do each of you, uhm, have aaaaa tablet or a smartphone? 
S.: A smartphone. 
A.: I have a smartphone. 
P.:  Tablet aaaand eeh, both. It’s both. 
H.: (Simultaneously with P) Both. 
I.: Do you two have both? Aaah, okay. Ehm, how often do you play games on your phone 
or tablet? 
A.: Eeeeh. Once a day, or every second day. 
S.: Yeaaaah. Once a day. 
H.: Once a day. 
P.: Quite a lot. 
(Everyone laughs) 
I.: So you (directed at P) would say almost every time you have a break, or? 
 P.: Yes. 
I.: And you would do it only once a day? (Directed at the others) 
A.: Once a day or every secooond… (Interrupted by S) 
S.: Either everyday like him (talking about P) or just once a day. 
P.: (Simultaneously with S) [Inaudible] 
I.: Also during the weekend? 
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S.: (nods) Yeah. 
A.: It’s about what I’m doing so.. Yeah… Every second day only. 
I.: Okay. Ehm, how did you get to know the games you have on your… 
A:. Eh, I.. 
I.: .. phones? 
A.: .. saw other people play it.. aaaaah. So I found the game. 
H.:  I just got told by my friends, so.. 
P.: I saw an advertisement on TV. 
I.: An advertisement? 
H.: (directed at P) Are you kidding me? 
P.: [inaudible] 
S.: I would see it on YouTube maybe, like people playing it or from other people playing 
it. 
I.: From school? 
S.: Yeah, ya. 
I.:  Also from the family? Do you know, your parents do they play games? 
A.: No. No. 
S.: No. 
A.: No. 
I.: None of them? 
H.: Oh yeah. My dad do. 
I.: Your dad does? 
H.: Yeah. My dad play Clash of Clans. Yeah, I’m not kidding. 
I.: And your other parents, they don’t play? 
A.: Eeeh, my dad don’t see tv or play. Ehm, yeah. 
S.: Oh woav. 
P.: What a daaad.. 
I.: So did you, would you talk to the game to your friends. The ones that you have. Or have 
you only heard of the games from others? 
A.: Aaaah. No not really. 
I.: You have never shared a game with someone? 
H.: Yeah, I’ve shared. 
S.: I have. 
P.: I have yeah. 
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A.: Not really. 
I.: Ah okay.. Do you remember the posters we showed you? 
H.: Yep. 
A.: Yes. 
I.: Did you like the posters? 
S.: Yeah. 
H.: Yeah. 
P.: No. 
I.: So the question obviously is: Why did you like them and why did you not like them? 
(Directed at P) Why did you not like them? 
P.: I thought they were a bit childish. 
I.: Too childish? 
P.: (Nods) 
I.: Okay… And what about you guys? 
A.:  I liked the Mr… Again.. thing.. It was cool. 
H.: Yeah. I just thought it looked nice. 
I.: The app as well? 
H.: Yeah. Yeah. 
A.: But I think you have to use a lot of time on the app. 
I.: Yes. Do you.. Could you… Would you have a favourite poster? Do you remember 
them? Agent Rain and Dr. Drought? 
H.: Dr. Drought. 
A.: Dr. Drought 
S.: Agent Rain. He’s cool. 
I.: (Directed at P) You didn’t like any of them? 
P.: Nah. I liked Dr. Drought. 
I.: Yeah? 
P.: He was cool. 
I.: If you saw the posters, would you download it? 
S.: Yes. 
P.: Nah. 
H.: Noo. 
A.: Maybe.. 
I.: What would make you download it? 
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P.: I don’t know. 
I.: If you saw it somewhere like you said in a commercial, or if a friend told you or? 
P.: I probably wouldn’t download. I won’t need it for anything. 
I.: Not even if you could win games? 
P.: Hmmmmmmmm… Maybe. 
(Everyone laughs) 
H.: Oh my god.. 
I.: Okay. What was there that you did not like about Agent Rain? Do you.. Would you 
know? Was it the colours or? 
A.: Like the app? 
I.: The poster. Was it the colours? Or how he looked? 
A.: What was it? The evil one or the good one? 
I.: The good one. The drop. 
A.: I like him. So.. 
H.: Yeaaaaaahhh…. I don’t know. 
I.: Okay. But would it, if you could win something like I said before would it then, share it 
with your family? 
H.: Yeah. Probably yeah. 
A.: With my little brother. 
I.: In order to win it? Okay. Ehm. Have your parents ever talked about using less water at 
home? 
H.: Yeah. 
A.: YEAH. 
S.: Sometimes. 
P.: Noo. My dad just have a bath twenty four seven. 
I.: Okay. But your parents have talked about it? 
S.: Yeah, sometimes. 
A.: Yeah. 
H.: Yeaaah. 
A.: My dad have. ‘Only take a shower for whatever short time then you use so much 
water.’ 
I.: Like on the app when it says you save 38 litres for five minutes less. If you knew these 
things would it make you spend less water? 
S.: Yeah. 
 59 
P.: Yep. 
H.: Yeah. 
I.:.. Okay, would you have any idea of what other things you could win? Other than.. 
A.: Ehm. Swim glasses? 
I.: Yeah. It wouldn’t have to be anything with water, it could be other things as well? 
P.: Water guns. 
I.: Water guns?                                                                                                         
P.: No no. I didn’t mean it. 
I.: It could be waterguns. 
P.: I didn’t mean. I didn’t mean it. I don’t know. 
I.: It could be anything. I wouldn’t have to be anything with water. 
A.: A tour to a place, or… 
S.: Yeah, same. 
A.: Lalandia? 
I.: Yeah. 
P.: [inaudible] 
I.: What did you say? 
S.: He said a trip to Legoland. 
I.: It could be a trip to Legoland. If you wanted to, if it would make you join the app 
perhaps….. Okay. What do you like most about Mission H2O? 
A.: Like it goes so much up in it. So you go around to schools and, yeah like you do now, 
and people about question to think about how much water they use. 
I.: Oh, so spreading.. You like that we come around and inform you about the app? 
A.: Yeah. 
I.: Okay. Would you like that to be, like everywhere, in order to… 
A.: Not everywhere, but yeah.. 
S.: Some places. 
A.: Some places and so people can hear about it and so it gets shared with someone. 
I.: Yes. Okay. What did you like the least about Mission H2O, about the app or posters or? 
A.: About the app, I mean then you have to use a lot of time on it because if you have to go 
in on it every single day or, and answer some questions about it.. I think I would also think 
about how much water I use without the app. 
I.: Yeah. You think you would already now you would spend less water? 
A.: (Nods) 
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I.: Okay. 
H.: I have a question cause I’m swimming like five times a week, and in the app every 
time I am taking a shower do I like tell the app that I just…? 
I.: In our case it’s actually only at home. Because we can’t control every time you use 
water anywhere else. The idea is you would use less anywhere, but we can only control, or 
to some extent control your household.  When you take the picture of the measurer, 
remember? 
S.: Yeah. 
H.: Yeah. 
I.: So it would be there. 
H.: Okay. 
I.: Ehm. For a grade from one to ten, what would you give the app? Like the whole.. 
A.: Seven and a half. 
H.: Seven. 
I.: Seven and a half? Seven? You (directed at P) would give it less? 
P.: Six. 
I.: Okay. 
S.: Eight. 
I.: And eight? Okay. Well, that was the last thing. 
II.: Do you have any questions, anything you would like to add or? Just anything you 
wanna say? 
I.:  Any extra idea or something that would be funny or? 
A.: Yeah. Then you can come in levels. 
I.: Oh yeah. 
II.: Yeah. 
A.: So you can own a higher level because you use less water. 
I.: Yeah. Like a competition. 
II.: Yeah that was also a thought we had, that you could be the best agent. 
 H.: yeah, and then the best one.. 
A.: The best in your class… 
H.: .. in the month could win like a thing or something. 
A.: Prizes. 
I.: Yeah.  
  
 61 
14.4 Survey Questions 
 
Thank you for listening to our presentation. Now we want to ask you some questions about 
game apps. We will start with some general questions and after that we want to know what 
you think about Mission H2O. 
 
1. Are you a boy or a girl? 
o   I am a boy 
o   I am a girl 
  
2. How old are you? 
…………………………….. 
  
3. What is your nationality? 
…………………………………………………… 
  
4. Do you have a smartphone and/or a tablet? 
o   Yes, I have a smartphone 
o   Yes, I have a tablet 
o   Yes, I have a smartphone and a tablet 
o   No, I don’t have a smartphone or a tablet (you can go to question 11 now) 
  
5. Do you play games on your phone/tablet? 
o   Yes 
o   No (you can go to question 11 now) 
  
6. How often do you play games on your phone/tablet? 
o   Several times a day 
o   Once a day 
o   Once every two days 
o   Twice a week 
o   Once a week 
o   Less than once a week 
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7. Why do you play games? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
  
8. What are your top 5 favourite games on your phone/tablet? 
1.      ………………………………………….. 
2.      ………………………………………….. 
3.      ………………………………………….. 
4.      ………………………………………….. 
5.      ………………………………………….. 
  
9. Why do you like your favourite game(s) so much? 
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………… 
  
10. What do your favourite games have in common? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
You have seen two posters about Mission H2O. We would like to know what you think 
about them. 
  
11. What grade on a scale from 1 to 10 would you give the poster of Agent Rain? (1 means 
that you really don’t like it, 10 means that you like it a lot) 
1    2 3 4 5 6 7 8 9 10 
  
12. What grade on a scale from 1 to 10 would you give the poster of Dr. Drought? (1 
means that you really don’t like it, 10 means that you like it a lot) 
1    2 3 4 5 6 7 8 9 10 
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Please indicate to what extent you agree to the following statements. (1 means that you 
strongly disagree, 7 means that you strongly agree). 
  
13. If I saw these posters, I would search for more information about Mission H2O. 
Strongly disagree 1 2 3 4 5 6 7 Strongly agree  
 
14. If I saw these posters, I would download Mission H2O. 
Strongly disagree 1 2 3 4 5 6 7 Strongly agree  
 If you circled 1, 2, 3 or 4, what would make you download the app? 
………………………………………………………………………………………………
………………………………………………..………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………. 
You also got some information about what Mission H2O is about and how it looks like. 
We want to know what you think about it. Please indicate to what extent you agree to the 
following statements. (1 means that you strongly disagree, 7 means that you strongly 
agree). 
  
15. I would be interested in learning something from Mission H2O. 
Strongly disagree 1 2 3 4 5 6 7 Strongly agree  
  
16. I think I could learn something from Mission H2O. 
Strongly disagree 1 2 3 4 5 6 7 Strongly agree  
  
17. I would tell my parents about Mission H2O. 
Strongly disagree 1 2 3 4 5 6 7 Strongly agree  
  
18. I would tell my friends/siblings about Mission H2O. 
Strongly disagree 1 2 3 4 5 6 7 Strongly agree  
  
  
 64 
19. Can you explain why you want or don’t want to play Mission H2O? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
  
20. If I could win the prizes that were shown, I would send in my data to win. 
Strongly disagree 1 2 3 4 5 6 7 Strongly agree  
  
21. What kind of other prizes would you like to win? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
  
22. What grade on a scale from 1 to 10 would you give how Agent Rain looks? (1 means 
that you really don’t like it, 10 means that you like it a lot) 
1    2 3 4 5 6 7 8 9 10 
  
23. What do you like most about Mission H2O? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
  
24. What do you like least about Mission H2O? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
  
25. What would you add to Mission H2O to make it more attractive? 
………………………………………………………………………………………………
………………………………………………………………………………………………
……………………………………………………………………………………………… 
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26. What overall grade on a scale from 1 to 10 would you give Mission H2O? (1 means 
that you really don’t like it, 10 means that you like it a lot) 
1    2 3 4 5 6 7 8 9 10 
  
27. Do you have any other comments? 
o   No 
o   
Yes……………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
………………………………………………………………………………………………
…………… 
Thank you very much for your help! 
 
